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I n the late seventies and early eighties, there was grave 
conc.ern over mind control and brain washing techniques 
employed by various government agencies throughout 

the world. The Search for the Manchurian Candidate, by 
John Marks and Walter Bowart's Operation Mind Control, 
told of drug experiments, hypnosis and various other "tech
niques" devised in the quest to programme the human mind. 

Dr. Wilson Bryan Key warned the world about subliminal 
advertising and manipulation used in the media to brain
wa."h and condition society. Key found that millions of dol
lars were being spent by advertisers to subliminally manipu
late and indoctrinate innocent audiences, all to promote 
frenzied mass consumerism. 

This article looks at some simple subliminal programming 
devices, .and the use of television advertising and pro
grammes as a means of controlling the masses. 

THE USE OF SUBLIMI NAlS 
The most well known research in 'this field was undertak

en by Dr. Wilson Bryan Key, a Professor of Journalism, and 
author of three books; Media Sexploitalion, The Clam Plate 
Orgy. and Subliminal Sedu.clian. 

Key discovered devices to mechanically induce sublimi
nal perception. One was the Tachistoscope - a film projec
tor with a high-speed shutter which flashes messages every 
five seconds at 1/3000th of a second. The speeds can be 
varied for different effects. The Tachistoscope was pateJJted 
through .the United States Patent Office in 1962. 

The Tachistoscope was superseded by a light intensity 
instrument. This subliminal perception device uses light 
intensity projected' beneath the kvel of conscio.us awareness 
bringing about an audience reaction far superioli to that 
achieved by the Tachistoscope. 

A simple projector is connected to a rheostat and the light 
intensity is turned down to below the level that the con. 
scious eye perceives. The message, nevertheless, is still 
perceived by the unconscious mind. 

The 1950s and 1960s saw a revolution in experiments 
with subliminal stimuli. In 1962 and 1966, Dr. Hal C. 
Becker patented subliminal ind'uction d'evices capable of 
introducing information into the brain without the recipient's 
'Conscious awareness. 

Becker later operated a successful weight reduction clinic 
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near New Orleans using a twelve week clinical programme 
which Ilsed subliminal audio and visual stimuli. He sus
tained weight loss for hundreds of obese patients. His pro
gramme was recognised by the New Orleans Medical 
Society. 

Becker also developed an anti·-theft programme tested in a 
large number of Canadian and US relaH stores. He designed 
an audio input which inserts a subUminally perceived' voice 
repeating admonitions against stealing into store music sy-s
terns. 

The subliminal voice, 30-40 decibels under the music is 
recorded on an endless loop tape cassette and is undetectable 
even with sophisticated instruments. The low level of the 
subliminal voice varies instantaneously against changes in 
supraliminal (consciously perceived) music volume. 

The message repeated I am honest, I won't steal. Stealing 
is dishonest, an.d similar phrases. This simple induction 
technique could easily be used to sell high profit merchan
dise, or - for that matter, political or ideological indoctrina
tion. 

In 1986, The Times hailed "a revolutionary and controver
sial security system poised to make its appearance in the 
high street this year ... known as reinforcement messaging, 
the new system broadcasts messages like be honest - do not 
steal, over a store's loudspeakers at exactly the threshold of 
hearing so that it is just audible if you stand next to the 
speaker. A computer monitors background noise or in-store 
music and maintains output at a pre-set level. Shoppers and 
i. . .. __ _ _. n" 

staff are said to receive the message without realising it, and 
to react accordingly." 

Other subliminal techniques include the one dreamed up 
by the US magazine, New Woman, known as subliminal syn
ergism, which the magazine claimed made more readers 
look at ads. The method involves placing ,dominant colours 
from four-colour advertisements behind headline blocks on 
facing editorial pages - the 'effect - to cause the reader to 
move her eyes automatically from the editorial to the adver
tisement. 

ADVERTISING: - THE WANT MAKERS' ric Clark has commented that the more we are bom
, barded with advertising, the less we notice it, and yet, 
_ almost certainly we are affected. Today, advertising 

is vast, increasingly global and mOre scientific in its'meth
ods. 

Any analysis of advertising content on T.V. reveals 
evenings of total absurdity as men and women discuss their 
constipation, bad breath, body odours, backaches, indiges
tion and an incredible assortment of psychosomatic ailments 
before millions of viewers. 

Women on television commercials appear as neurotic 
morons whose main life interest involves their never quite 
white enough laundry, their relentless search for a kitchen 
free of slains, germs, odours and smells. And the greatest 

banality of them all seems to be the struggle to obtain 
i really soft toilet tissue. 

Television advertisements are obsessed with the never 
ending quest for cleanliness and the elimination of "dirt" 
in all its forms - dust, grime, grease, mould, baked on dirt, 
caked on dirt, dirt from children, dirt from men, dirt from 
pets. Dirt on the body, in your mouth, on your hair, on 
your clothes, on the floor, on the caf'llet, on the walls. 
Dirt is everywhere. 

There are a stunning array of products to eliminate 
"dirt": mould killers, cockroach bombs, baits and sprays, 
disinfectants, toilet "ducks", blue loos, toothpastes, plaque 
destroyer, and the latest in oral hygiene - den.tal health 
chewing gum. 

Whiteness is another powerful conditioning f~ctQr.  We 
are encouraged by adverti.sing to whiten clothes, leave our 
sinks and toilets shining whiJe. Whiteness has become 
synonymous with purity, cleanliness and social success. 
We eat white sugar, white flour and drink white milk. 

When it comes to the crunch, most people don't realise 
that the products purcha~d,  and the ones decided against, 
are mad.e by the one company anyway. 

The grocery giant Unilever is a good example. 
Unilever and a few other giant corporations dominate the 
Australian food market, often hiding virtual monopolies 
behind shelves full of "competing" labels. 

As the number of products and brands on the shelves 
in~reases  daily, the number of companies behind the 
brangs falls due to mergers ang takeovers. 

The result is the formation of an oligopoly. Consumers, 
wooed by advertisements exhorting them to do the best 
for their families are generally Choosing from the products 
of a few companies. 

E 
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There is so much to take in during one nights viewing that, 
perceptual overload occurs. An evening of TV viewing is 
interrupted by commercial breaks every five or so minutes. 
These breaks Ilast for 30,60,90, or 120 seconds. There is so 
much information coming at viewers over a short time, that 
they sit lethf.ITgically staring blankly at the screen. This is 
precisely what you are supposed to (jO. 

In this lethargic mode, when people are almost snoozing, 
more is taken in subconsciously by the mind. Have you ever 
wondered why people fall asleep in front of the TV? 

Viewcrs become passive recipients, on the treadmJU of 
mindless consumerism, routed endles_sly from onc shopping 
centre to another, buying, buying, buying. Mass pro
grammed shQppers. Becoming absorbed ill the pursuit of 
media popularised roles or fashions, in the vain hope of 
becoming loved, respected, rkh, socially popular or sexually 
desirable. Sheep who venerate compulsive neurotic behav
iour as normal, desirable human contact. 

The state is a major and growing user of television. The 
government urges citizens not to drink and drive, to use seat 
belts, to buy government bonds, to utilise Telecom's ser
vices, not to use illegal drugs, and to help prevent the spread 
of AIDS. 

Advertising is attractivc to the government, it allows it (0 

project the image it wants, and allows it to be seen caring. 
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For government departments and statutory authorities" there 
is money, of course, but even more, it is high profile, and 
because normal checks as to effectiveness (via extra sales) 
don't apply, departments are often allowed their creative 
heads. 

TV - TH£ SOCIAL CONDITI110N 
Television makes a good substitute for a baby sitter. It is 

the greatest pacifier. How many children (and for that mat
ter, adults) can repeat verbatim the contents of a television 
advertisement - simply becaus-e it is repeated over and over. 
Indoctrination begins at an early age with cartoons and "edu
cational" shows. 

A masterstroke of marketing has been in the area of chil
dren's toys, where toy companies create TV programm_es 
that are based around toys. Examples include Kenner's Care 
Bears, MaueH's Masters of the Universe, and Hasoro
Bradley's Transformers (toys that can change from vehicles 
to robots). Television is not only use-d Ito sell toys, but it is 
the TV series that makes the toys desirable and gives them 
animated qualities. 

Television dominates time. But also destroys communica
tion among family members. Our grandparents knew the 
neighbours, the people down the street and probably half of 
the local community. Today we are more isolated, sitting 
inside, watching our "Neighbours" on T.V. With everyone 
perceiving precisely the same image on a TV screen, there 
are no unique perspectives 'for individuals. TV cannot pro
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~~~~~~~~~~!!!!!~~... ...~".~. =~.~ COMPULSIVE BEHAVIOUR SYNDROME 
According to Key, subliminal te'Chnology hilS the power 

to Drive many individuals into pathological 'behaviours 
compulsive eating and drinkiDg, preference.s for nutrition
ally deficient foods, alcoholism, smoJdDg, a variety of 
sexual maladjustments and dysfunctions and a myriad 
assottrnent of psychogenic illnesses. 

Data on the relationship between heartbeats and sug
gestibility reveals that music or voice timed to the rhythm 
of the human heart beat - 72 pulses per minute, can affect 
human 'behaviour. 

ExperimenQ!! commercials prepared using 72 beats per ' 

"Democratic" societies are probably more brainwashed 
and controlled by ,government and economic institutions 
and by the mass media generated c.ulture than any other 
population in the world. 

When people become mentally apathetic, they are more 
prone to totalitarian solutions. Much unlike the crude, 
brutish systems of tot;!litarian governments, control sys
tems in "democratic" countries are highly sophisticated 
and remarkably successful. 

It would be naive to be shocked at this developmenL 
We have lived for centuries in a society rooted in obedi
ence to authority, obeying commands we are encouraged 

.>i;~\.·,  A.·~  . ;c...., ..... 'w:.·.. ·.··,,~ vw": :':.:.::A·.":'...·.w;"n N ':~.'.'"  f ;};~':,;:~::i<.' to spend, buy and throw ,away. 
We are first convinced that we are not controlled. Once 

vide a real muhi-sensory experience. As we become more this assumption is generally accepted and culturally dissemi
isolated, we become more and more alike. There is an nated, the population can be easily manipulated in vinually 
increasing convergence of tastes, habits, activities and any desired direction. 
lifestyles. We are all programmed by the same machine. Then it simply becomes necessary to persuade people that 

As a dominant member of tbe family, the TV provides the few rules or controls that exist are in everybody's best 
models by which real life family members assess each other. interest, helping them remain free and uncontrolled. These 
For over a decade, the ideal two-parent family ruled the TV controls proliferate and are accepted as normal, natural 
sets - 1 Love Lucy, The Nelsons. Father Knows Best. This necessities for the betterment of life as truth is replaced with 
was foi'lowed by the one parent family - The Partridge credibility. 
Family, My Three Sons. Doris Day, Nanny and the $Professor, and so on. 

Unfortunately, the fantasy families of then and now are References:
unconsciously accepted! as the real thing or as models of 
what the real thing should be Ilike. There is little doubt that Clarke, E., 1988. "The Want Makers", Hodder & Stoughton,
television's so-called! entertainment provides miHions of Sydney.
 
viewers with an education in human values and relation Key, W.B., 1980. "The Clam Plate Orgy", Prentice-HaH
 
ships, far more pervasive and significant than the socialisa Sydney.
 
tion or educational processes communicated in schooling. Key, W.E., 1914. "Subliminal Seductions", Signet Books, New
 

York.On television, parents, or symbolic parents are always 
Peddker, K., 1979. 'The Quest for Gia - A Book of Changes",active, involved, interesting people. The real-life parent, 
Souvenir Press, London..passively stretched out before the tube for a nightly sun
The Age, May 2nd 1988: "Quiet Giants Behind the Battle ofbathed in stereotyped iInagery, mijsf appear to any child as 
tl:teBrands".

the opposite polarity of all that is good, worthwhile and 
The Sunday Sun, May 21 1989: "Brand Wars". 

meaningful in the night's programme schedule. 
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